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Abstract: The implementation of customer relationship management (CRM) is 
one of the most common strategies applied by companies to enhance customer 
relationship and highly related to technology. In fact, it is not easy to 
successfully implement this strategy because it requires a huge investment and 
is influenced by other critical factors. This research aims to synthesise critical 
success factors (CSFs) from CRM implementation using a systematic literature 
review approach to papers published in 2001–2014. According to the findings 
towards 53 relevant papers, technology selection and adaptation (technological 
readiness) are the most dominant factors. Furthermore, the synthesis finding 
also shows CSF research shifting to social media, and turns out as the 
difference between CRM and social CRM implementation. 
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1 Introduction 
A more competitive business rivalry forces companies to use a precise and accurate 
management strategy. Their service is decisive to determine customer loyalty and the 
companies’ success rate (Garrido-Moreno et al., 2014; Nour, 2012). This concept is 
known as customer relationship management (CRM). Therefore, CRM is a company 
business strategy which focuses on customer orientation. CRM is accomplished by 
integrating business processes and technology in order to boost customer engagement. 
Technology has a massive role in implementing CRM, though the implementation is 
not an easy task since it needs a huge investment (CRM technology is known as 
enterprise software technology) and is influenced by a lot of other critical factors. These 
are more recognised as critical success factors (CSFs) (Chen and Popovich, 2003; King 
and Burgess, 2008; Zegordi and Fakhredaei, 2011). CRM implementation in a company 
is the key factor which highly influence the company business sustainability and is 
especially crucial for service companies. Service quality becomes very monumental as 
service companies connect with customers directly (Chang et al., 2005). 
Wahlberg et al. (2009) had developed a systematic review in their research to explain 
research area in CRM. Their research questions were how CRM research had been 
developed throughout the year and what topic was going to be the focus of CRM 
research. The published research raised a few findings such as: CRM research was a field 
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research, which focus altered into strategic CRM, and there was bias for large scale 
companies in CRM research. Thus, this research indicated a necessity to research more 
on operational CRM, collaborative CRM, and the whole industry/sector with various 
company sizes. However, the findings and implications above were not implicitly related 
to the study on CFSs in CRM implementation. 
By reviewing the literature, there is quite a lot of authors who wrote about CSFs in 
CRM implementation, comparing some literatures as what written by Wilson et al. 
(2002), Chen and Ching (2004), Boon et al. (2005), King and Burgess (2008), Almotairi 
(2009), Askool and Nakata (2010), Tongmee and Punnakitidashem (2010), Monem et al. 
(2011), Garcia et al. (2012) and Garrido-Moreno and Lockett (2012). Nevertheless, the 
number of compared papers among all only ranges between 4 to 22 papers. The highest 
number is 22 papers, which can be considered dated by now as they were all published by 
2005. 
The research of these papers show a shift of CRM roadmap, where the change is 
triggered by booming growth of social media. This roadmap shift started in 2010 with the 
integration of Web 2.0 (social media) into CRM, which is later known as social CRM 
(Askool and Nakata, 2010 and Greenberg, 2010). According to this research, there are 
three papers that consider Web 2.0 or social media factor as one of the most concerned 
CSFs, which are: Askool and Nakata (2010), Garrido-Moreno and Lockett (2012) and 
Mousavi and Demirkan (2013). 
The motivation of this research is to create a research which has complete literature 
reviews, a structured approach systematic literature review (SLR), and a significant 
innovative value (become one of the updates). The research question of this research is 
“what CSFs are required in implementing CRM?” 
While the purpose of this research are 
1 to analyse CSFs in CRM implementation 
2 to discern whether there are any changes in the trend of CSFs in CRM 
implementation. 
It is highly hoped that this research is able to give real contribution as a paper which can 
be a guide for elaborating CSFs in a company’s CRM implementation. 
2 Theoretical foundations 
2.1 Customer relationship management (CRM) 
According to Buttle (2009), the definition of CRM is the core business strategy that 
integrates internal processes and functions, and external networks, to create and deliver 
value to targeted customers at a profit. It is grounded on high quality customer-related 
data and enabled by information technology. While Greenberg (2010) defined CRM as a 
philosophy and a business strategy supported by a system and a technology designed to 
improve human interactions in a business environment. Moreover, CRM is also known as 
a strategic combination of technological and business activities. It is not only about the 
adoption of a technology solution concerning customers’ information, but also a business 
strategy designed to improve human interactions and to build effective business 
relationships in a business environment (Payne and Frow, 2005; Askool and Nakata, 
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2010). Furthermore, CRM is predicated on the notion that understanding and responding 
to customers is key to customer satisfaction, retention, and ultimately revenue growth and 
profitability (Nour, 2012). Meanwhile Reinartz et al. in Malthouse et al. (2013) define 
CRM as a process that “entails the systematic and proactive management of relationships 
as they move from beginning (initiation) to end (termination), with execution across the 
various customer-facing contact channels.” 
2.2 Critical success factors (CSFs) 
According to Huotari and Wilson (2001) which was quoted by Garcia et al. (2012), CSFs 
came from a methodology which focused on critical factors for organisations’ success. 
Based on Daniel (1961), the development of this methodology received a recognition on 
a paper written by Rockart (1979). Eventhough this methodology has been differently 
applied by researchers and practitioners, CSFs have gained popularity growth on various 
science fields and have been quoted by a lot of researchers such as: Da Silva and Rahimi 
(2007), Mendoza et al. (2007), King and Burgess (2008), Pan et al. (2007), Shatat and 
Udin (2013), and some others. Therefore, identifying CRM success factors is an 
important/critical issue to ensure the success of implementation. But still, connecting 
these factors into the implementation and management process is far more important. To 
identify CSFs in CRM implementation, we need to identify what is the definition of a 
‘success factor’. According to Pan et al. (2007), “the success factors could be defined as 
the generic ingredient that has to be the essential part of any successful CRM 
implementation”.In addition, Esteves and Pastor (2001) have defined ‘success factor’ 
as“the limited number of areas that when satisfactory will successfully improve the 
organisation’s competitive performance”. On the other hand, according to Croteau and Li 
(2003), there is no universal procedure which gathers and analyses CSFs. Hence, many 
research studies apply different methods to identify those factors, such as: interviewing, 
filling questionaires, etc. 
2.3 People, process, and technology framework 
People, process, and technology are the aspects or key dimensions in succeeding the 
implementation of information technology (Chen and Popovich, 2003). There were some 
researchers who investigated classifying CSFs using people, process, and technology 
approach in order to support CRM implementation success (Ali and Alshawi, 2003; 
Mendoza et al., 2007; Almotairi, 2009; Arab et al., 2010; Askool and Nakata, 2010). 
Chen and Popovich (2003) explained that the CRM implementation model which 
integrates people, process, and technology in the context of an enterprise-wide customer-
driven, technology-integrated, cross-functional organisation, will deliver the best result 
towards the company. While according to Payne and Frow (2004), Payne and Frow 
(2005), Shang and Lin (2005) and Almotairi (2009), CRM implementation is a strategic 
approach which cross-functionally integrates people, process, and technology to 
understand customers, increase stakeholder value, deliver profitable and long-term 
relationships with customers. 
The term of people, process, and technology aspect or dimension is defined as 
follows: 
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• The people, has the main role in executing CRM implementation. Without 
commitment from the top management and employees/staffs, CRM implementation 
will never run well (Chen and Popovich, 2003; Mendoza et al., 2007). People also 
refer to customers, aside from employees. The main objective of CRM is to translate 
the customer information into customised products and services that meet the 
changing needs of customers in order to gain their loyalty (Almotairi, 2009). 
• The process, CRM success requires a change of business processes towards a 
customer – centric approach. As such, all business processes that involve both direct 
and indirect interaction with customers should be analysed and assessed. These 
business processes refer to the processes in which customers directly interact with 
the organisation: marketing, sales, and service processes (Chen and Popovich, 2003; 
Mendoza et al., 2007). 
• The technology, is the technology which facilitates CRM implementation in a 
company. Therefore, what kind of technology that is appropriate with the company 
and how this technology can support optimal CRM implementation strategy, need to 
be understood (Chen and Popovich, 2003; Mendoza et al., 2007). Technology also 
refers to computing capability that allows a company to collect, organise, save, and 
use data about its customer. Technology is the enabler for CRM systems to achieve 
their objectives of collecting, classifying, and saving valuable data on customers. 
Integration technology allows organisations to develop better relationship with 
customers by providing a wider view of the customer behaviour (Teo et al., 2006; 
Almotairi, 2009). 
3 Methodology 
This study utilises the SLR approach that was proposed by Weerakkody et al. (2013) and 
Taha et al. (2013). This approach is divided into several sections, which are: defining 
research question that was explained on introduction, determining research sources, 
accomplishing the finding process by using keywords, extracting data, and analysing the 
findings to answer research question. 
3.1 Search process 
After defining the research question, settling the sources (digital libraries atau databases) 
is very necessary in creating the SLR. The selected sources for SLR are as follows: 
• IEEEXplore Digital Library (http:/ieeexplore.ieee.org) 
• Science Direct (www.sciencedirect.com) 
• Palgrave Macmillan (www.palgrave-journals.com) 
• Wiley Online Library (onlinelibrary.wiley.com) 
• Inderscience Publishers (www.inerscience.com) 
• Emerald Insight (www.emeraldinsight.com) 
• Springer Link (link.springer.com) 
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Keyword usage is applied to look for papers which are related to the defined research 
question. This keyword usage is enabled by adding Boolean operator such as: AND, OR, 
NOT. 
All of the mentioned sources above own a keyword-based search engine. To find 
keyword, the defined search strings are: 
• ((‘critical’ OR ‘success’ OR ‘factor’) OR ‘csf’) AND ((‘customer’ AND 
‘relationship’ AND ‘management’) OR ‘crm’) 
• ((‘critical’ OR ‘success’ OR ‘factor’) OR ‘csf’) AND ((‘social’ AND ‘customer’ 
AND ‘relationship’ AND ‘management’) OR (‘social’ AND ‘crm’)). 
Thus, to search these papers, the keywords are: ‘critical success factor’, ‘csf’, ‘customer 
relationship management’, ‘crm’, ‘social customer relationship management’, and ‘social 
crm’. The detailed results can be seen in Table 1. 
3.2 Inclusion and exclusion criteria 
Right after inserting keywords into the sources, papers related to the specified keyword 
and the total summary of all these papers is displayed as ‘studies found’. The next step is 
reading the paper title. When the title is not sufficient to determine the whether to include 
of the paper as a candidate, the abstract is then read. If the title and the abstract match 
with the previously defined research question, then this paper will be downloaded for 
further investigation. The number of downloaded papers is called ‘candidate studies’. All 
‘candidate studies’ papers result will be read thoroughly to search for answer to the 
research question. These papers are the ones that will be used in the research as ‘selected 
studies’. 
Papers were excluded on the basis of their publication date (before 2001) and 
publication place (journals and conferences except papers which are mentioned as) for 
the following reasons: 
1 to gain new knowledge and information from previous researches 
2 to obtain qualified literature from trusted sources. 
Duplicate papers of the same study are also excluded in the SLR. In addition, this SLR 
should concentrate on CSFs study in company CRM implementation. 
3.3 Data extraction 
This literature study was started in March 2014 and examined 330 papers. Per source 
page numbers were summarised in Table 1. Among 330 examined papers, there are  
122 papers which have research question-related title and abstract basis. However, after 
being studied further, there are only 53 papers which can be include in this research’s 
basis. 
Others appear in sources because there are some papers that have been mentioned in 
‘selected studies’ by the author. These papers, however, are not included in the 
previously mentioned sources. 
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Table 1 Number studies in selected sources 
Source Studies found Candidate studies Selected studies 
IEEE 135 68 18 
Science Direct 79 18 8 
Palgrave Macmillan 18 6 3 
Wiley Online Library 25 1 1 
Inderscience 8 4 2 
Emerald Insight 17 8 5 
Springer Link 33 2 1 
Others 15 15 15 
Total 330 122 53 
4 Results and discussions 
4.1 Demographic and trend characteristics 
4.1.1 Publishing outlets 
There are plenty of published papers about CSF for CRM implementation on various 
sectors or industries. Some of the journals or conferences are: Hawaii International 
Conference on System Sciences (HICSS) held every year (#5), Journal of Database 
Marketing and Customer Strategy Management (#3), European Journal of Marketing 
(#2), 2 International Conference on E-Business and E-Government (ICEE), and industrial 
report in a paper form published by Siebel Systems (2004), a CRM enterprise software 
company. Their CRM software has been used by many huge companies in the world and 
has been acquired by Oracle (#2). The rest of the worldwide journal and conference is 1 
paper, as seen in Table 2. Overall, there are a total of 53 journals or conferences. 
Table 2 Source of publications 
Journal/conference Journal/conference name # % 
Conference Hawaii International Conference on  
System Sciences (HICSS) 
5 9.43% 
Journal Journal of Database Marketing and  
Customer Strategy Management 
3 5.66% 
Journal European Journal of Marketing 2 3.77% 
White paper Industrial Report – White Paper 2 3.77% 
Conference International Conference on E-Business  
and E-Government (ICEE) 
2 3.77% 
Research report Brunel University Research Archive (BURA) 1 1.89% 
Journal Canadian Journal of Administrative Sciences 1 1.89% 
Journal Engineering, Construction, and  
Architectural Management 
1 1.89% 
Conference European and Mediterranean Conference  
on Information Systems (EMCIS) 
1 1.89% 
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Table 2 Source of publications (continued) 
Journal/conference Journal/conference name # % 
Journal Expert Systems with Applications 1 1.89% 
Journal Industrial Marketing Management 1 1.89% 
Journal Information and Software Technology 1 1.89% 
Conference Institute for Small Business and  
Entrepreneurship (ISBE) Conference 
1 1.89% 
Conference International Conference on Computational Intelligence 
and Natural Computing (CINC) 
1 1.89% 
Conference International Conference on e-Technology,  
e-Commerce, and e-Service (EEE) 
1 1.89% 
Conference International Conference on  
Industrial Informatics (INDIN) 
1 1.89% 
Conference International Conference on Information  
and Financial Engineering (ICIFE) 
1 1.89% 
Conference International Conference on Information  
Technology Interface 
1 1.89% 
Conference International Conference on Management of  
Innovation and Technology (ICMIT) 
1 1.89% 
Conference International Conference on Research and innovation 
in Information Systems (ICRIIS) 
1 1.89% 
Conference International Conference on Service Systems  
and Service Management (ICSSSM) 
1 1.89% 
Conference International Conference on Software Engineering 
Research, Management and Application (SERA) 
1 1.89% 
Conference International Conference on Supply Chain Management 
and Information Systems (SCMIS) 
1 1.89% 
Conference International Conference on Systems  
Engineering (SoSE) 
1 1.89% 
Journal International Journal of Electronic  
Customer Relationship Management 
1 1.89% 
Journal International Journal of Information Management 1 1.89% 
Journal International Journal of Services  
Technology and Management 
1 1.89% 
Journal Journal of Contemporary Hospitality Management 1 1.89% 
Journal Journal of Global Information Management 1 1.89% 
Journal Journal of Information Technology 1 1.89% 
Journal Journal of Information Technology Management 1 1.89% 
Journal Journal of Information and Management 1 1.89% 
Journal Journal of Marketing Management 1 1.89% 
Journal Journal of Personal Selling and Sales Management 1 1.89% 
Journal Journal of Systems and Software 1 1.89% 
Journal Management Decision 1 1.89% 
Journal MIS Quarterly Executive 1 1.89% 
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Table 2 Source of publications (continued) 
Journal/conference Journal/conference name # % 
Research report Nyenrode Research Group (NRG) 1 1.89% 
Conference Pacific-Asia Conference on Information Systems 
(PACIS) 
1 1.89% 
Journal Procedia Computer Science 1 1.89% 
Research report Research Platform Alexandria 1 1.89% 
Journal Software Engineering Research, Management and 
Applications 
1 1.89% 
Journal The International Information and Library Review 1 1.89% 
Journal The Service Industries Journal 1 1.89% 
Total 53  
4.1.2 Most prolific authors 
As seen from the writer’s analysis perspective, there are 131 authors who have written  
53 papers in total. The most consistent author in writing about CSFs in CRM 
implementation is Aurora Garrido Moreno (#3). The list is followed by Frederick  
Hong-kit Yim, Ilan (Daniel’s) Rahimi, and Nigel Lockett, where every single one of them 
has written 2 papers. The other 122 authors wrote 1 paper each, as shown in Table 3. 
Table 3 Most prolific authors 
Author # % 
Aurora Garrido Moreno 3 2.29% 
Frederick Hong-kit Yim 2 1.53% 
Ilan (Daniel’s) Rahimi 2 1.53% 
Nigel Lockett 2 1.53% 
Ab Razak Che Hussin 1 0.76% 
Abbas Keramati 1 0.76% 
Abdullah S. Al-Mudimigh 1 0.76% 
Ada S. Lo 1 0.76% 
Alan C.B. Tse 1 0.76% 
Alberto Martinez 1 0.76% 
Alejandro Marius 1 0.76% 
Amy Lee 1 0.76% 
Anna C. Grimán 1 0.76% 
Anne-Marie Croteau 1 0.76% 
Antonio Padilla-Meléndez 1 0.76% 
Arnoud Klerkx 1 0.76% 
Barbara H. Wixom 1 0.76% 
Brian Corbitt 1 0.76% 
Carla Pacheco 1 0.76% 
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Table 3 Most prolific authors (continued) 
Author # % 
Carol Xiaojuan Ou 1 0.76% 
Cheol Kyung Ahn 1 0.76% 
Chien-Ta Bruce Ho 1 0.76% 
Cholabhat Vongprasert 1 0.76% 
Chun Nian Liu 1 0.76% 
Craig Standing 1 0.76% 
Dale L. Goodhue 1 0.76% 
Darryl Coulthard 1 0.76% 
David F. Midgley 1 0.76% 
David John Edwards 1 0.76% 
Ed Peelen 1 0.76% 
Elizabeth Daniel 1 0.76% 
Farnaz Arab 1 0.76% 
Farrukh Saleem 1 0.76% 
GAN Mao-qin 1 0.76% 
GAO Ling 1 0.76% 
Goetz Greve 1 0.76% 
Gokhan M. Karaatli 1 0.76% 
Guo Xuwen 1 0.76% 
Gwo-Guang Lee 1 0.76% 
Haluk Demirkan 1 0.76% 
Hamed Mehrabi 1 0.76% 
Harald Salomann 1 0.76% 
Harihodin Selamat 1 0.76% 
Hong-Mei Chen 1 0.76% 
Hossein Monem 1 0.76% 
Hoyeon Ryu 1 0.76% 
Hsiu-Fen Lin 1 0.76% 
Hugh J. Watson 1 0.76% 
Hugh Wilson 1 0.76% 
Hyung-Su Kim 1 0.76% 
Ingoo Han 1 0.76% 
Ivan Garcia 1 0.76% 
Ja-Shen Chen 1 0.76% 
Jongmoon Baik 1 0.76% 
Joseph N. Khamalah 1 0.76% 
Karyl Hazard 1 0.76% 
Katja Harej 1 0.76% 
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Table 3 Most prolific authors (continued) 
Author # % 
Kees van Montfort 1 0.76% 
Keiichi Nakata 1 0.76% 
Kulthida Tuamsuk 1 0.76% 
Lawrence D. Stalcup 1 0.76% 
Leo Y.M. Sin 1 0.76% 
Li Min 1 0.76% 
Liliana Bove 1 0.76% 
Lin-Li Liao 1 0.76% 
Luis E. Mendoza 1 0.76% 
Lutz Kolbe 1 0.76% 
Maged A. A. Ali 1 0.76% 
Malcolm McDonald 1 0.76% 
Malte Dous 1 0.76% 
María Pérez 1 0.76% 
Mary Lou Roberts 1 0.76% 
Mazdak Zamani 1 0.76% 
Mohammad Almotairi 1 0.76% 
Mohammad Hossein Moshref Javadi 1 0.76% 
Mohammad Mousakhani 1 0.76% 
Navid Behboodian 1 0.76% 
Nichaya Suntornpithug 1 0.76% 
Nikhil Malhotra 1 0.76% 
Olaf Boon 1 0.76% 
Peter Li 1 0.76% 
Peter Love 1 0.76% 
Philip Shum 1 0.76% 
Pimjai Tongmee 1 0.76% 
Piyawan Siriprasoetsin 1 0.76% 
Prattana Punnakitidashem 1 0.76% 
Probir Kumar Banerjee 1 0.76% 
Qimei Chen 1 0.76% 
Rainer Alt 1 0.76% 
Raymond R Liu 1 0.76% 
Ricardo Chalmeta 1 0.76% 
Riyad Eid 1 0.76% 
Rob Beltman 1 0.76% 
Rolph E. Anderson 1 0.76% 
Romana Vajde Horvat 1 0.76% 
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Table 3 Most prolific authors (continued) 
Author # % 
Rosalie J. Ocker 1 0.76% 
Rui Vinhas Da Silva 1 0.76% 
Russell K.H. Ching 1 0.76% 
Sanaa S. Askool 1 0.76% 
Seigyoung Auh 1 0.76% 
Seyedreza Mousavi 1 0.76% 
Sharmad Alshawi 1 0.76% 
Siebel Systems 1 0.76% 
Sönke Albers 1 0.76% 
Srinivasan Swaminathan 1 0.76% 
Stephen F. King 1 0.76% 
Steve Mankoff 1 0.76% 
Susan Mudambi 1 0.76% 
Tae Hyup Roh 1 0.76% 
Te-Ming Chang 1 0.76% 
Thomas F. Burgess 1 0.76% 
Thomas Puschmann 1 0.76% 
Tim Coltman 1 0.76% 
Timothy M. Devinney 1 0.76% 
Uri Berman 1 0.76% 
Víctor García-Morales 1 0.76% 
Walter Brenner 1 0.76% 
Wen-Feng Hsiao 1 0.76% 
XIAO Qi 1 0.76% 
XiaoWen Zhu 1 0.76% 
Young-Gul Kim 1 0.76% 
Zahid Ullah 1 0.76% 
Zahir Irani 1 0.76% 
Zahra Azmoon 1 0.76% 
Zhedan Pan 1 0.76% 
Zong Hui 1 0.76% 
Total author: 126 authors 131  
4.1.3 Most productive institutions 
The most productive institutions are the University of Leed (UK) and the University of 
Malaga (Spain) with three papers each, followed by Brunel University (UK), Korea 
Advanced Institute of Science and Technology (South Korea), Siebel System (USA), The 
Hong Kong Polytechnic University (Hong Kong), University of St. Gallen (Switzerland) 
and Universiti Teknologi Malaysia (UTM) which have produced two papers each. The 
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rest just generally produced one paper each. The detailed data can be seen in Table 4. 
There is a paper number difference in this table (78) compared with Table 2 (53). This 
issue occur because one paper can be written by more than one author from different 
institutions. 
Table 4 Most productive institutions 
Institutions # papers % 
University of Leeds 3 3.85% 
University of Malaga 3 3.85% 
University of St. Gallen 2 2.56% 
Universiti Teknologi Malaysia 2 2.56% 
Brunel University 2 2.56% 
Korea Advanced Institute of Science and Technology 2 2.56% 
The Hong Kong Polytechnic University 2 2.56% 
Siebel Systems 2 2.56% 
Universidad Simón Bolívar 1 1.28% 
Drexel University 1 1.28% 
Henan Institute of Science and Technology 1 1.28% 
Indiana University Purdue University 1 1.28% 
Information and Communications University 1 1.28% 
King Saud University 1 1.28% 
Nyenrode Business Universiteit 1 1.28% 
The Chinese University of Hong Kong 1 1.28% 
University of Massachusetts Boston 1 1.28% 
University of Tehran 1 1.28% 
Arizona State University 1 1.28% 
Central South University of Forestry and Technology 1 1.28% 
Christian-Albrechts-University at Kiel 1 1.28% 
Cranfield University 1 1.28% 
Deakin University 1 1.28% 
Khon Kaen University 1 1.28% 
Mahidol University 1 1.28% 
Nanchang University 1 1.28% 
National Chung Hsing University 1 1.28% 
National Sun Yat-sen University 1 1.28% 
Technological University of the Mixtec Region 1 1.28% 
Temple University 1 1.28% 
University of Georgia 1 1.28% 
University of Hawaii 1 1.28% 
University of Isfahan 1 1.28% 
University of Manchester 1 1.28% 
University of Maribor 1 1.28% 
   
 
   
   
 
   
   
 
   
   144 Meyliana et al.    
 
    
 
 
   
   
 
   
   
 
   
       
 
Table 4 Most productive institutions (continued) 
Institutions # papers % 
University of Reading 1 1.28% 
California State University 1 1.28% 
City University of Hong Kong 1 1.28% 
Concordia University 1 1.28% 
Curtin University of Technology 1 1.28% 
Edith Cowan University 1 1.28% 
Georgia Southern University 1 1.28% 
HabaLabs 1 1.28% 
INSEAD 1 1.28% 
Korea Insurance Development Institute 1 1.28% 
Loughborough University 1 1.28% 
Maejo University 1 1.28% 
National PingTung Institute of Commerce 1 1.28% 
National Taiwan University of Science and Technology 1 1.28% 
Ono Academic College 1 1.28% 
Pfizer Inc. 1 1.28% 
RagaSoft Inc. 1 1.28% 
Sanoma Learning 1 1.28% 
Seoul Information Technology University 1 1.28% 
Shinawatra University 1 1.28% 
St John’s and St Mary’s Institute of Technology 1 1.28% 
The Chinese people’s Armed Police Force Academy 1 1.28% 
The Open University - UK 1 1.28% 
The University of Melbourne 1 1.28% 
Universitat Jaume I of Castellón’ 1 1.28% 
University of Granada 1 1.28% 
University of Technology 1 1.28% 
University of Virginia 1 1.28% 
University of Wollongong 1 1.28% 
William Paterson University 1 1.28% 
Wolverhampton University 1 1.28% 
Yonsei University 1 1.28% 
Yuan-Ze University 1 1.28% 
Total institution :68 institutions 78  
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4.1.4 Authors’ academic backgrounds 
Table 5 shows the differences in the authors’ field of expertise. The 131 authors are 
categorised into 13 science fields. If regrouped, five big science groups can be identified. 
Among these fields, the CRM domain clearly falls within the management and 
information systems field. This is because; in order to succeed implementing CRM will 
always depend on its technology. 
Table 5 Discipline of authors 
Department # % 
Business 8 6.11% 
Computer science 5 3.82% 
Construction management 1 0.76% 
Engineering 3 2.29% 
Hospitality management 2 1.53% 
Humanities 2 1.53% 
Industrial engineering 1 0.76% 
Information management 17 12.98% 
Information systems 18 13.74% 
Information technology 12 9.16% 
Information technology management 9 6.87% 
Management 30 22.90% 
Marketing 23 17.56% 
Total 131  
Department grouping # % 
Management 64 48.85% 
Information systems 56 42.75% 
Computer science 5 3.82% 
Humanities 2 1.53% 
Engineering 4 3.05% 
Total 131  
4.1.5 Publication trends 
Frequency of papers published between 2001–2014 can be seen in Table 6. The most 
productive years are 2004, 2005, and 2011 (seven papers each). In 2010, a shift in the 
CRM roadmap occurred due to the integration of CRM with social media (Web 2.0), 
which is known nowadays with the term social CRM. This shifting was started with the 
textbook publication by Greenberg (2010), which began to introduce social media’s role 
in developing relationship between companies and customers. In addition, Askool and 
Nakata (2010), Garrido-Moreno and Lockett (2012) and Mousavi and Demirkan (2013) 
wrote papers about Social CRM. 
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Table 6 Frequency of publications 
Year # % CRM Social CRM 
2014 1 1.89% 1  
2013 1 1.89%  1 
2012 2 3.77% 1 1 
2011 7 13.21% 7  
2010 6 11.32% 5 1 
2009 6 11.32% 6  
2008 3 5.66% 3  
2007 5 9.43% 5  
2006 3 5.66% 3  
2005 7 13.21% 7  
2004 7 13.21% 7  
2003 2 3.77% 2  
2002 2 3.77% 2  
2001 1 1.89% 1  
Total 53 50 3  
4.1.6 Background of authors 
Authors who contribute on CSFs area in CRM implementation tend to write with 
research approaches, so that most of them own academic background (89.31%). The rest 
just collaborate with industry or public sector experts. Detailed data can be seen in  
Table 7. 
Table 7 Background of authors 
Background author # % 
Academic 117 89.31% 
Industry 13 9.92% 
Public sector 1 0.76% 
Total 131  
4.1.7 University affiliation according to country 
Out of 68 institutions which contribute on CSF area in CRM implementation, the largest 
comes from the USA with 12 institutions and 23 authors. The list is followed by the UK 
with 8 institutions and 16 authors. This is the case because both of these developed 
countries have been implementing CRM very well for a long time now. If this table is 
compared with Table 2, there will be a difference of two authors because these two 
authors wrote two papers with two different institutions. Detailed data can be seen in 
Table 8. 
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Table 8 University affiliation according to country 
Country # institutions % institutions # authors % authors 
USA 12 17.65% 23 17.97% 
UK 8 11.76% 16 12.50% 
South Korea 5 7.35% 9 7.03% 
China 4 5.88% 8 6.25% 
Taiwan 6 8.82% 8 6.25% 
Australia 6 8.82% 7 5.47% 
Hong kong 3 4.41% 7 5.47% 
Malaysia 1 1.47% 6 4.69% 
Spain 3 4.41% 4 3.13% 
Switzerland 1 1.47% 6 4.69% 
Thailand 4 5.88% 6 4.69% 
Iran 2 2.94% 5 3.91% 
The Netherlands 2 2.94% 4 3.13% 
Venezuela 1 1.47% 4 3.13% 
Mexico 2 2.94% 3 2.34% 
Saudi Arabia 1 1.47% 3 2.34% 
Canada 2 2.94% 2 1.56% 
Germany 1 1.47% 2 1.56% 
Israel 2 2.94% 2 1.56% 
Slovenia 1 1.47% 2 1.56% 
France 1 1.47% 1 0.78% 
Total country:21 countries 68  128  
4.1.8 Researched industries and countries 
Industry/sector areas which are researched by the authors are getting more complete and 
more tested in various countries. Table 9 shows that Africa is the only continent which 
has not existed in the list. Thus, it points out that CRM implementation covers almost 
every industry all over the world. Company’s awareness towards the importance of 
customer holds the key in this circumstance. 
Table 9 Researched industries and countries 
Industry/sector In Country # papers % 
Automotive industry China 1 1.89% 
Banking industry China, New Zealand,  
Saudi Arabia, Taiwan, UK 
5 9.43% 
Construction industry Australia 1 1.89% 
Financial sectors Hong Kong 1 1.89% 
Financial service industry Taiwan 1 1.89% 
General – 7 13.21% 
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Table 9 Researched industries and countries (continued) 
Industry/sector in Country # papers % 
Healthcare industry USA 1 1.89% 
Higher education sector Public Universities in Thailand, USA 2 3.77% 
Hospitality industry 
(hotels 3–5 stars) 
Hotel, Spain, UK 4 7.55% 
Human resource service 
industry 
China 1 1.89% 
Insurance industry South Korea 1 1.89% 
Internet service industry 
(ISP) 
Iran 1 1.89% 
Service industry China, Taiwan, Thailand, USA 4 7.55% 
Software industry Iran, USA 3 5.66% 
Telecommunication 
industry 
Saudi Arabia, Austria, Canada, China, 
Dutch, European, Germany 
1 1.89% 
Various industry Hawaii, Israel, Italy, Mexico,  
South Korea, Spain, Switzerland,  
Taiwan, UK, USA, Venezuela 
16 30.19% 
Various industry in 
business-to-business 
sector 
UK 1 1.89% 
Various industry in 
business-to-consumer 
sector 
Australia, Europe 2 3.77% 
Total  53  
4.1.9 Researched institution size 
Table 10 shows that research companies falling in the medium up to large-scale range 
produced 20 papers. This is followed by large-scale companies producing 11 papers. The 
data points out that CRM implementation is still dominated by medium and large-scale 
companies because implementing CRM is a part of an enterprise-scale technology 
application, which requires a huge investment budget. At the moment, CRM software has 
been developed with open source platforms like SugarCRM, etc., in order to reduce 
investment expense. Therefore, small-medium enterprise can afford to implement them. 
Table 10 Researched institution size 
Company size # papers % 
Medium – large 20 37.74% 
Large 11 20.75% 
All size 9 16.98% 
General 7 13.21% 
Small – medium 5 9.43% 
Small 1 1.89% 
Total 53  
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4.2 Keyword analysis 
Table 11 lists keywords which are used in searching papers related to CSFs study on 
CRM implementation in companies. This keyword finds 315 papers in seven sources. 
Among the data, it can be seen that the most frequently used is ‘critical success factor 
customer relationship management’ and followed by ‘CSF CRM’. Paper data which are 
found in other keyword are overlapping data. 
Table 11 Most frequently used keywords 
Keyword 
#papers 
IEEE SciDir PM Wiley InderSci Emerald Springer 
Critical success factor CSF  
Customer relationship 
management CRM 
2 69 0 25 2 16 0 
Critical success factor CSF  
Social customer relationship 
management CRM 
17 49 0 21 0 7 0 
Critical success factor  
Customer relationship 
management 
135 79 16 25 8 17 33 
Critical success factor  
Social customer relationship 
management 
53 52 13 21 0 10 18 
Critical success factor CSF  
Customer relationship 
management 
32 49 2 15 3 14 25 
Critical success factor CSF  
Social customer relationship 
management 
2 32 2 12 0 6 17 
Critical success factor  
Customer relationship 
management CRM 
13 43 15 17 6 12 20 
Critical success factor social 
customer relationship 
management CRM 
1 35 13 15 0 7 12 
Critical success factor CSF  
CRM 
3 52 0 13 2 17 24 
Critical success factor CSF  
Social CRM 
3 31 0 9 0 7 13 
Critical success factor CRM 17 46 18 11 6 15 22 
Critical success factor  
Social CRM 
1 27 14 9 0 8 11 
CSF customer relationship 
management CRM 
4 73 0 13 3 14 18 
CSF Social customer 
relationship management CRM 
3 50 0 11 0 7 12 
CSF CRM 79 77 1 23 3 17 27 
CSF Social CRM 45 47 0 21 0 7 15 
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4.3 Mapping CSFs based on literature 
CRM implementation is quite similar with enterprise resource planning (ERP) 
implementation because both of them are enterprise software technology (King and 
Burgess, 2008). According to the literature study, there are 416 CSFs spread in the 
applied literature (53 papers). To help the understanding, all CSFs are mapped following 
the CSFs used in implementing ERP due to their similarity, even though they are not 
completely the same (416 CSFs are mapped into 31 CSFs). The detail can be seen in 
Table 12 and Figure 1. This mapping is done based on the research by Leyh (2014), 
Hoermann et al. (2011) and Hawking and Sellitto (2010) about CSFs study on 
implementing ERP and business intelligence (BI). 
All CSF’s are listed below alphabetically and a brief explanation is given. 
• Available resources 
CRM implementation requires plenty sources due to its system complexity, deep 
user training, and lengthy period for end users/staffs/employees (Boon et al., 2005; 
Salomann et al., 2005). 
• Balance project team 
Project team has to be formed accordingly to project the scope determined by the 
company and has to notice every member’s workload. Moreover, project team must 
consist of members who have multidisciplinary background in order to minimise the 
project complexity (Mendoza et al., 2007; Boon et al., 2005). 
• Budget 
Budget usage needs to be controlled and checked rigorously throughout the 
implementation because expense rise is aligned with implementation lateness. CRM 
implementation budget is generally huge (Arab et al., 2010; Malhotra and Ho, 2010). 
• Change management 
Cultural change management is a concern to successfully implement CRM. The very 
basic thing to do is to have a change of point of view towards customer. Ecosystem, 
which at first is centred to the company, but later shift to a customer-oriented 
ecosystem. Nevertheless, this change cannot be achieved just by the top management 
level. Instead, all staffs in the company must contribute (Alt and Puschmann, 2004; 
Greenberg, 2010; Javadi and Azmoon, 2011; Roberts et al., 2005). 
• Clear goals and objectives 
Goals and objectives have to be defined vividly because they will influence the 
implementation project scope, and will be much related to project budget and 
duration (Boon et al., 2005; Roberts et al., 2005). 
• Communication 
Clear communication about CRM strategy is necessary with to the whole  
company staffs. Good communication will be really helpful to the success of CRM 
implementation because all parties will be informed about the project and desire to 
succeed the project (Da Silva and Rahini, 2007; King and Burgess, 2008; Mendoza 
et al., 2007). 
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• Company strategy (strategy fit) 
The focus is on having a clear definition of all CRM strategies that are going to be 
taken and making sure they are in harmony with the company’s common strategy 
(Almotairi, 2009; Arab et al., 2010). 
• CRM processes (business process) 
The focus is on the processes of managing relationship with customers (marketing 
processes, sales processes, and service processes), including agility in changing the 
organisational structure (Almotairi, 2009; Arab et al., 2010). 
• CRM system roll out and configuration 
CRM software is package software whose implementation has to be adjusted 
according to the company’s business processes. CRM software is made by inserting 
the best practice experience in various industries, so that every CRM-implementing 
company can decide to follow it. If the implemented business process is intended to 
be different, a customisation needs to be carried out. Based on the previous research, 
it is strongly advised to minimise customisation because it will increase the success 
of CRM implementation (Da Silva and Rahimi, 2007; Garcia et al., 2012; Siebel 
System, 2004; Pan et al., 2007). 
• Customer relations/engagement 
This factor focuses on customer-company interaction and communication growth. 
Therefore, a company will get to know what, who, and how their customers are, so 
that they can become loyal customers (Almotairi, 2009; Arab et al., 2010; Askool 
and Nakata, 2010; Chen and Ching, 2004; Garcia et al., 2012; Garrido-Moreno and 
Padilla-Melendez, 2011; Javadi and Azmoon, 2011; Kim and Kim, 2007; King and 
Burgess, 2008; Malhotra and Ho, 2010; Mao-qin et al., 2011; Mendoza et al., 2007; 
Min et al., 2011; Mousavi and Demirkan, 2013; Pan et al., 2007; Peelen et al., 2006; 
Salomann et al., 2005; Sin et al., 2005; Wilson et al., 2002). 
• Customer satisfaction 
Satisfied customers are the key to maintain a long-term relationship, and this 
satisfaction can be translated into retention and loyalty (Arab et al., 2010; Garcia  
et al., 2012; Kim and Kim, 2007; Malhotra and Ho, 2010; Mao-qin et al., 2011; 
Mendoza et al., 2007; Roh et al., 2005). 
• Data warehouse and data mining (customer data and information) 
In common terminology, the goal of data warehouse is to create repository data, 
which are produced by the company’s system, are accessible, and easily understood 
by people in order to support the company business. When the data are transferred to 
warehouse data, they will be modified into consistent and integrated data. A 
repository system is usually created using information summary, which facilitates 
searching with sorting process. By creating data warehouse, a company will own a 
complete and enormous database. At this point, mining data is starting to work. 
Mining data will grant definitions to all informations regarding customer, both 
chronologically and complexly (Turban et al., 2006; Mendoza et al., 2007; Peelen  
et al., 2006). In CRM strategy, identifying who the most profitable customers are and 
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how to built their loyalty, are very fundamental. Company will be able to know who 
they are by analysing the data of their purchase history. Likewise, complete 
knowledge and information will be greatly helpful for companies to keep expanding 
their business (Mendoza et al., 2007; Arab et al., 2010; Malhotra and Ho, 2010). This 
factor focuses on collecting and analysing data in order to retrieve qualified customer 
information (Almotairi, 2009). 
• Employee/staff/end-user and stakeholder involvement, commitment and support 
Employees/staffs are the most important factor in implementing CRM successfully 
because they are the users. Thus, their commitment, support, and involvement in the 
implementation project and afterwards will be very essential (Askool and Nakata, 
2010; Garrido-Moreno and Lockett, 2012; Garrido-Moreno et al., 2014; Liu and Zhu, 
2009; Lo et al., 2010; Mendoza et al., 2007). The role of internal marketing must be 
encouraged in educating employees/staffs about benefits gained along with the 
success of CRM implementation, as well as rewarding incentives to employees/staffs 
who are directly involved in the implementation project (Chen and Chen, 2004). 
• External consultant/expertise 
CRM software is a package software which requires assist from external 
consultant/expertise, who has a qualified skill. Consultant/expertise’s skill is one of 
the key factors for CRM implementation success because the more skillful 
consultant/expertise is recruited, the faster the implementation can be (Lin and Lee, 
2005; Mankoff, 2001). 
• Inter-departmental integration and commitment 
The focus is on inter-department integration and commitment to achieve company’s 
main goal and CRM implementation’s common goal, so that the CRM 
implementation project can run well (Almotairi, 2009; Askool and Nakata, 2010; 
Boon et al., 2005; Chen and Ching, 2004; Garcia et al., 2012; Greve and Albers, 
2006; Malhotra and Ho, 2010; Mendoza et al., 2007; Roberts et al., 2005; Shum  
et al., 2008; Yim et al., 2004). 
• IT structure and legacy system 
IT capability must be insured by the company, including good integration with 
legacy systems. Since customers’ data and information have to be complete and 
thorough, data can end up missing if the system and the application are not well 
connected (Monem et al., 2011; Mousavi and Demirkan, 2013; Peelen et al., 2006). 
• Knowledge management 
Knowledge management holds a major role in CRM implementation success because 
every employee/staff will be more capable to help the company to run the business if 
they possess the same knowledge. The knowledge needs to be 
created/found/gathered, shared, and utilised properly (Al-Mudimigh et al., 2009; Ali 
and Alshawi, 2004; Chen and Chen, 2004; Croteau and Li, 2003; Garrido-Moreno 
and Lockett, 2012; Garrido-Moreno et al., 2014; Garrido-Moreno and  
Padilla-Melendez, 2011; King and Burgess, 2008; Lin and Lee, 2005; Love et al., 
2009; Mao-qin et al., 2011; Monem et al., 2011; Sin et al., 2005). 
   
 
   
   
 
   
   
 
   
    The critical success factors for customer relationship management 153    
 
    
 
 
   
   
 
   
   
 
   
       
 
• Monitoring/measurement of performance 
The focus is on supervising, controlling, and producing measuring tools, which are 
used to measure the CRM implementation success, the impact of the implementation 
towards company, and to develop an appropriate channel to gather feedback 
(Almotairi, 2009; Boon et al., 2005; Chalmeta, 2006; Da Silva and Rahimi, 2007; 
Garcia et al., 2012; Mankoff, 2001; Monem et al., 2011; Peelen et al., 2006). 
• Organisational culture 
Organisation’s ability to transform into customer-oriented company (ready to cope 
with customer-oriented cultural changes), and to consider applying CRM as the 
philosophy in every company’s line (Almotairi, 2009; Arab et al., 2010; Askool and 
Nakata, 2010; Chalmeta, 2006; Chen and Chen, 2004; Garcia et al., 2012;  
Garrido-Moreno and Padilla-Melendez, 2011; Javadi and Azmoon, 2011; King and 
Burgess, 2008; Lo et al., 2010; Peelen et al., 2006; Roberts et al., 2005; Shum et al., 
2008; Siriprasoetsin et al., 2011; Yim et al., 2004). CRM implementation has to be 
harmonised with the current organisation’s culture in order to minimise cultural 
conflicts (Arab et al., 2010; Pan et al., 2007). 
• Organisational structure 
The realisation of business strategy has implications on the organisational structure 
model (Jayachandran et al., 2005; Peelen et al., 2006). Companies ought to have the 
agility to modify their organisational structure according to the determined CRM 
strategy (Alt and Puschmann, 2004; Garcia et al., 2012; Garrido-Moreno and 
Lockett, 2012; Kim and Kim, 2007; Mao-qin et al., 2011; Ocker and Mudambi, 
2003; Pan et al., 2007; Roberts et al., 2005; Yim et al., 2004). The focus on 
customers should be balanced with the reflected organisational structure, such as: the 
availability of customer relations units, call centre capacity, etc., (Arab et al., 2010; 
Keramati et al., 2008; Peelen et al., 2006; Rahimi and Berman, 2009; Sin et al., 
2005). 
• Project champion 
The project champion is the main character in communicating CRM strategy. The 
project champion is a reliable person who is trusted by all employees/staffs in the 
company regarding CRM implementation (Boon et al., 2005; King and Burgess, 
2008; Ocker and Mudambi, 2003; Wilson et al., 2002). 
• Project management 
Controlling and optimising implementation schedule is critical because 
implementation lateness will influence the budget and resources (Alt and 
Puschmann, 2004; Arab et al., 2010; Chalmeta, 2006; Da Silva and Rahimi, 2007; 
Mankoff, 2001; Mousavi and Demirkan, 2013; Ocker and Mudambi, 2003; Pan  
et al., 2007; Peelen et al., 2006). 
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• Skilful, motivated, and trained staff 
The availability of qualified and experienced staffs/employees in CRM 
implementation and the ability to provide training programs (Almotairi, 2009; 
Chalmeta, 2006; Da Silva and Rahimi, 2007; Garcia et al., 2012; Garrido-Moreno  
et al., 2014; Ocker and Mudambi, 2003). Staffs hold the key role in implementing 
CRM successfully. All staffs should own the willingness to learn, to operate new 
system and work structure, and to be active in joining training programs (Arab  
et al., 2010; Ou and Banerjee, 2009; Suntornpithug et al., 2010; Tongmee and 
Punnakitidashem, 2010). 
• System acceptance and usage 
System acceptance and usage by employees/staffs/users are necessary to ensure a 
well-operated system. System acceptance will take place if users are assured about 
the system performance and reliability, which have been through the appropriate 
testing phase (Askool and Nakata, 2010; Da Silva and Rahimi, 2007; Garcia et al., 
2012; Greve and Albers, 2006; Peelen et al., 2006; Rahimi and Berman, 2009). 
• System integration 
System integration should occur in every information and data system, as well as in 
the business processes (Askool and Nakata, 2010; Chen and Chen, 2004;  
Garrido-Moreno et al., 2014; Garcia et al., 2012; King and Burgess, 2008; Mendoza 
et al., 2007). CRM is an integration between adopted technology and the business 
process in order to satisfy customers throughout their interaction with the company 
(King and Burgess, 2008). 
• Technology selection and adaptation (technological readiness) 
The focus is on the company’s readiness in providing and implementing CRM 
technology, including the process of selecting technology, which fits with the 
company’s business, infrastructure preparation, facilities, technology adaptation 
towards company’s business process, etc. (Almotairi, 2009; Askool and Nakata, 
2010; Boon et al., 2005; Chang et al., 2005; Chen and Ching, 2004; Coltman et al., 
2011; Croteau and Li, 2003; Garcia et al., 2012; Garrido-Moreno and Lockett, 2012; 
Garrido-Moreno et al., 2014; Garrido-Moreno and Padilla-Melendez, 2011; Greve 
and Albers, 2006; Javadi and Azmoon, 2011; Keramati et al., 2008; Kim and Kim, 
2007; King and Burgess, 2008; Lo et al., 2010; Love et al., 2009; Malhotra and Ho, 
2010; Mao-qin et al., 2011; Mendoza et al., 2007; Monem et al., 2011; Mousavi and 
Demirkan, 2013; Ou and Banarjee, 2009; Peelen et al., 2006; Rahimi and Berman, 
2009; Roh et al., 2005; Salomann et al., 2005; Sin et al., 2005; Siriprasoetsin et al., 
2011; Wilson et al., 2002; Yim et al., 2004). 
• Top management commitment, support, and involvement 
This factor is focusing on top management’s commitment and willingness to provide 
sufficient resources for CRM implementation project. In addition, their involvement 
will greatly influence the company’s CRM implementation success (Almotairi, 2009; 
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Alt and Puschmann, 2004; Arab et al., 2010; Askool and Nakata, 2010; Boon et al., 
2005; Chalmeta, 2006; Chang et al., 2005; Croteau and Li, 2003; Da Silva and 
Rahimi, 2007; Garcia et al., 2012; Garrido-Moreno and Lockett, 2012; Garrido-
Moreno et al., 2014; Garrido-Moreno and Padilla-Melendez, 2011; Goodhue et al., 
2002; Greve and Albers, 2006; Harej and Horvat, 2004; Lo et al., 2010; King and 
Burgess, 2008; Love et al., 2009; Malhotra and Ho, 2010; Mao-qin et al., 2011; 
Mendoza et al., 2007; Mousavi and Demirkan, 2013; Ou and Banarjee, 2009; Peelen 
et al., 2006; Pan et al., 2007; Rahimi and Berman, 2009; Roberts et al., 2005; 
Salomann et al., 2005; Suntornpithug et al., 2010; Wilson et al., 2002). 
• Troubleshooting 
In CRM implementation, troubleshooting must be guaranteed and always available 
because customers would not wait to be served well. The responsible team of 
troubleshooting process (such as: help desk, etc.) should be accessible and 
guaranteed to remain in the implementation sequence, until the system works 
normally (Arab et al., 2010; Da Silva and Rahimi, 2007). 
• User training 
A complete training is obliged to be delivered to all parties, including program, 
mechanism, material, etc. Technical training is to be given for the sake of 
troubleshooting/new feature addition development and operational teams. Usage 
training (instruction) is delivered completely and thoroughly to all system user 
employees/staffs (Askool and Nakata, 2010; Boon et al., 2005; Garcia et al., 2012; 
Garrido-Moreno et al., 2014; Harej and Horvat, 2004; Kim and Kim, 2007; Lin and 
Lee, 2005; Malhotra and Ho, 2010; Min et al., 2011; Monem et al., 2011; Mousavi 
and Demirkan, 2013; Peelen et al., 2006; Roberts et al., 2005; Shum et al., 2008). 
• Vendor relationship and support 
A good relationship and full support from vendors affects the success of CRM 
implementation because it will help to solve the problems in the implementation 
process (Al-Mudimigh et al., 2009; Ali and Alshawi, 2004; Boon et al., 2005; Kim 
and Kim, 2007; Mousavi and Demirkan, 2013). 
• Web 2.0 features 
Web 2.0 technology (social media) becomes very helpful in boosting two-way 
communication through the web. Web 2.0 features have several characteristics such 
as: ease of networking, ease of participation, and ease of collaboration like social 
networking website, wiki workspaces for fast collaboration, and integrated weblogs 
for ongoing conversations. Web 2.0 greatly assist the CRM development because it 
can produce and manage relationship, share information, and cooperate with 
customers (Askool and Nakata, 2010; Garrido-Moreno and Lockett, 2012; Mousavi 
and Demirkan, 2013). This factor is a different CSF, compared to the common CSFs 
on CRM implementation. 
Detailed CFSs mapping per author can be seen in Table 12. 
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Table 12 CSFs mapping per author (416 CSFs are mapped into 31 CSFs) and people, process, 
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Table 12 CSFs mapping per author (416 CSFs are mapped into 31 CSFs) and people, process, 
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Number of authors data can be seen in Table 13. 
Table 13 List of authors (sorted based on last name first author) 
No Author 
1 Al-Mudimigh et al. (2009) 
2 Ali and Alshawi (2004) 
3 Almotairi (2009) 
4 Alt and Puschmann (2004) 
5 Arab et al. (2010) 
6 Askool and Nakata (2010) 
7 Boon et al. (2005) 
8 Chalmeta (2006) 
9 Chang et al. (2005) 
10 Chen and Chen (2004) 
11 Chen and Ching (2004) 
12 Coltman et al. (2011) 
13 Croteau and Li (2003) 
14 Da Silva and Rahimi (2007) 
15 Eid (2007) 
16 Garcia et al. (2012) 
17 Garrido-Moreno and Lockett (2012) 
18 Garrido-Moreno et al. (2014) 
19 Garrido-Moreno and Padilla-Meléndez (2011) 
20 Goodhue et al. (2002) 
21 Greve and Albers (2006) 
22 Harej and Horvat (2004) 
23 Javadi and Azmoon (2011) 
24 Keramati et al. (2008) 
25 King and Burgess (2008) 
26 Kim and Kim (2007) 
27 Lin and Lee (2005) 
28 Liu and Zhu (2009) 
29 Lo et al. (2010) 
30 Love et al. (2009) 
31 Malhotra and Ho (2010) 
32 Mankoff (2001) 
33 Mao-qin et al. (2011) 
34 Mendoza et al. (2007) 
35 Min et al. (2011) 
36 Monem et al. (2011) 
37 Mousavi and Demirkan (2013) 
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Table 13 List of authors (sorted based on last name first author) (continued) 
No Author 
38 Ocker and Mudambi (2003) 
39 Ou and Banerjee (2009) 
40 Pan et al. (2007) 
41 Peelen et al. (2006) 
42 Rahimi and Berman (2009) 
43 Roberts et al. (2005) 
44 Roh et al. (2005) 
45 Salomann et al. (2005) 
46 Shum et al. (2008) 
47 Siebel System (2004) 
48 Sin et al. (2005) 
49 Siriprasoetsin et al. (2011) 
50 Suntornpithug et al. (2010) 
51 Tongmee and Punnakitidashem (2010) 
52 Wilson et al. (2002) 
53 Yim et al. (2004) 
There are 31 CSFs detailed mapping data based on every literature used, and can be seen 
in Appendix 1. While Figure 1 displays the total data per CSFs on CRM implementation 
based on the analysed literature frequency. 
As shown in Figure 1, it can be seen that factors of technology selection and 
adaptation factors (technological readiness) are the highest CSFs factor (46 CSFs). The 
issue takes place because CRM implementation success largely depends on the chosen 
and developed technology. The technology itself has to be suitable for the company’s 
business strategy and culture. Both highest factors are top management commitment, 
support, and involvement. Top management level’s role is essential in CRM 
implementation success because without their commitment and support (leadership and 
funding), the implementation accomplishment will be hindered and will not be put as the 
priority for their staffs level. Coming up next is CRM processes (business process),  
end-to-end business process will be very influencing CRM implementation success 
because CRM software is a package software, in which implementation is only through 
the inside business process configuration, including best practice industry insertion. The 
most important business process in CRM is the one which directly keeps in touch with 
customers, such as: marketing, sales, and service process. The next fundamental position 
is customer relations/engagement. Customer plays an important role in CRM because the 
customer plays a decisive role in the longevity of a company’s business. The previous 
company-oriented ecosystem has shifted into customer-oriented ecosystem at the 
moment. Companies should listen to their customers if they want their business to 
prosper (Greenberg, 2010). The fifth factor is organisational culture, where company’s 
culture must be changed and adjusted to the agreed strategy. How company’s culture 
turns to focus on customer-oriented, compared to the previous one, or at least increase 
significantly. 
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Figure 1 CFSS on CRM implementation based on analysed literature frequency 
(see online version for colours) 
 
As the 27th CSFs, Web 2.0 (social media) features are the only CSFs which appear after 
the social media booming as one of communication channels between company and 
customers. People mostly have at least one social media account and use it continuously 
to connect and socialise one another, which differs between CRM and Social CRM 
implementation. 
Figure 2 shows 31 CSFs groups based on people, process, and technology approach, 
which is displayed in details in Table 12. It can be seen in Figure 2 that the most CSF is 
people group (21 CSFs: ten are from people; five are from people, process, and 
technology; four are from people and process; and two are from people and technology). 
The number shows up because people are the most important component in CRM 
implementation, both from customers’ and companies’ (top management, employee/staff, 
and consultant/expertise) points of view. Commitment, support, involvement, and 
communication among people work as the key for implementing CRM successfully. 
Since this issue is related to people, it is necessary to run all regarded elements such as: 
business strategy (customer relations/engagement), CRM implementation strategy 
(including task scoping, selection, and technology adaptation), company’s culture, 
organisational structure, training, and change management. 
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Figure 2 CSFS mapping based on people, process, and technology approach (see online version 
for colours) 
 
There are 16 CSFs in the process group: four are from process only; five are from people, 
process, and technology; four are from people and process; and the other three are from 
process and technology. The process is highly related to technology and customers 
because companies interact with customers through a technology-supported business 
process. A good business process will optimise its system configuration on CRM 
software and minimise its customisation. 
There are 13 CSFs the technology group: three are from technology only; five are 
from people, process, and technology; two are from people and technology; and the other 
three are from process and technology. Technology is something that enables the 
longevity of a company’s business. This technology includes an integrated legacy system, 
customer data and information supply (in forms of data warehouse and data mining), 
troubleshooting, a multidisciplinary and solid project team, customise minimisation, roll 
out system and configuration, and technical training. 
According to the analysis above, it is clearly seen that the people factor is the most 
dominant factor because people are the ones responsible for the implementation. The 
implementation will fail if it is not done properly by the people (Malthouse et al., 2013). 
The whole CSFs (31) are critical and decisive towards CRM implementation success 
in a company. They should be balanced and utilised to achieve a better goal (Almotairi, 
2009; Garcia et al., 2012; Garrido-Moreno and Lockett, 2012; King and Burgess, 2008; 
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5 Implications 
Based on the detailed discussion above, there are two CSFs found almost in every 
browsed literature, which are: technology selection and adaptation (technological 
readiness) in 46 literatures, and top management commitment, support and involvement 
(in 40 literatures). Companies must pay good attention to these two factors in CRM 
implementation success. They need to work on several steps, which are: maintaining 
close and intense communication to all stakeholders related to the CRM implementation 
(top-level management, employees/staffs, customers, vendors, consultants, and 
expertise). By having a strong communication, all parties will be aware, committed, and 
supportive towards the success of CRM implementation. 
While the implication for science is an assertion of the previous researches that a 
number of CSFs (31) should be noted by companies in CRM implementation. However, 
there is a new finding that suggests Web 2.0 (social media) to be remarked by companies. 
It is logical that the booming of social media nowadays has provided companies more 
channels to interact with customers more extensively. Additionally, an ecosystem shift 
has occurred from being company-oriented into being customer-oriented. This CSF is the 
main difference between CRM implementation and Social CRM implementation. 
6 Limitation 
This paper has a limitation in that the number of databases is limited much because of 
restricted access. The amount of papers needs to be augmented mainly excavated from a 
credible database and published in the last five years. 
7 Conclusions 
According to the SLR conducted here, there are new CSFs which have resulted from the 
fusion of some previously researched CSFs. New CSFs are identified after examining  
53 papers in the field. This paper managed to extract 31 CFSs. 
The rise of social media is challenging the traditional notion of CRM. The customer 
is no longer limited to a passive role in his or her relationship with a company. The 
growing use of social media is shifting the customer communication channels with the 
company. This is known as the Social CRM (Askool and Nakata, 2010; Greenberg, 2010; 
Malthouse et al., 2013). 
The research aims not only to help academics and researchers in CSFs study on CRM 
implementation in companies, but also assisting practitioners in field implementation. 
8 Future research 
The result of the research listed above, notwithstanding, is based on theoretical work and 
needs further fact-finding. By making a questionnaire based on this CSFs theory and 
submitting it to be filled by company CRM practitioners, the next step in this research 
will test all 31 CSFs. The results of this work will be processed using quantitative 
approach. 
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